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摘  要 
摘  要 
近年来，顾客参与在服务创新中的作用得到了越来越多行业的认可。
Prahalad 和 Ramaswamy（2000）系统地阐述了消费者角色演化的不同阶段以及
各个阶段的主要特点并得出消费者的角色已经从过去的被动的观众演化为主动
的积极参与者。Prahalad 和 Ramaswamy（2004）还指出消费者与企业共同创造
价值会是企业未来获取竞争优势的重要源泉。随着科技化，信息化时代的不断
深入，越来越多企业为了适应服务创新的需要陆续提供可以引入消费者价值共
创的网上互动平台机制，这些网络化的价值共创平台极大程度地减少了因为地
域限制而造成的沟通障碍，而且网络化的互动参与可以极大程度扩大产品的创
新源和提高信息沟通分享的效率。在这些网络化的价值共创机制中，消费者可
以利用公司的这些网络平台或者其他第三方的平台媒介，发起对产品、服务，
甚至对企业的评价和意见。这些中肯的意见和建议一方面极大程度地扩展了企
业创新的渠道来源，另一方面也可以作为和顾客积极沟通的媒介和平台，进而
建立并维系长期良好的顾客和企业的关系。鉴于此，本研究聚焦于在线顾客参
与作为情境，来研究顾客在线参与价值共创活动的影响机制及后续作用效果。 
现阶段，大多数现有文献集中讨论要么集中分析讨论成熟的服务型企业是
如何结合自身资源和优势，利用顾客参与相关价值共创平台来引导顾客参与企
业创新；要么着重探讨和分析顾客参与价值共创的正向影响机制。众所周知，
企业由于自身资源的限制，不可能满足所有的顾客参与所提及的要求。如果顾
客参与所提及的要求和方案没有得到企业的采纳，则是否会影响到顾客下一次
的参与意愿。如果顾客存在此因未被采纳所产生的负面效果，企业是否可以通
过修改和调整企业和顾客参与的互动方式（Coping strategies）来缓解？在进行
系统的文献梳理和理论演化后，本研究选用家喻户晓的知名服务型企业——乐
高（Lego）集团作为探索性研究案例的研究对象，重点在于探索归纳并整理其
共创平台的运作机制，并对乐高创意平台未被入选作品后续行为进行了分析和
探讨，结合具体案例的实际问题构建并提出了本研究的假设。 
在实证分析部分，本研究选用实验法和星巴克价值共创平台的二手数据来
回答并验证本研究的两个研究问题。 
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在实验研究部分，本研究设计两个与上述案例研究紧密联系的实验设计来
验证本研究的假设。实验设计一拟应用 2*2 被试组间实验设计，重点关注以下
两个变量——顾客参与投入努力程度的不同水平（高努力程度或低努力程度）
和顾客参与后创意点子是否被采用的情况（被采用或没有被采用）——对因变
量的影响。结果发现，相比于价值共创创意被公司采用的顾客而言，那部分没
有被公司采用的顾客未来的参与意愿以及散布正面口碑的意愿都会降低。另
外，通过对顾客参与创意点子被选用与否和投入程度的交互作用的分析，研究
发现，顾客参与创意点子被选用与否和投入程度的交互作用显著。具体而言，
当顾客的产品创意和作品没有被企业所采纳时，相比于低投入努力程度的顾客
而言，高投入努力程度的顾客会有更低的未来参与和散布口碑意愿。实验设计
二拟应用另外一个 2*2 被试组间实验设计，重点关注以下两个变量——顾客参
与投入努力程度的不同水平（高努力程度或低努力程度）和顾客参与面临的不
同类型激励措施（有社会性激励或无激励）——对因变量的影响。结果表明，
当顾客的产品创意和作品没有被企业所采纳时，相比于低投入努力程度的顾客
而言，高投入努力程度的顾客会有更低的未来参与意愿。另外，当顾客的产品
创意和作品没有被企业所采纳时，相比于没有获得任何激励的顾客而言，享受
到部分企业激励措施的那部分顾客将仍然有一定的未来参与和散布口碑意愿。 
在二手数据研究部分，本研究通过选用 MyStarBucksIdea.com 平台作为二手
数据的收集来源，通过自行设计程序捕捉平台上的顾客参与信息来验证本研究
的假设。结果表明，如果之前年份发布的创意点子没有被 MyStarBucksIdea.com
平台所采纳，该部分顾客继续参与该平台创意发布的意愿可能性会降低；而
且，如果之前年份发布的创意点子没有被采纳，且该部分顾客投入的努力程度
（Effort）越多，则该部分顾客继续参与该平台创意发布的意愿的可能性会降
低；最后，该顾客参与价值共创的产生的负面效应可以由企业提供相关激励措
施来延缓和减少，具体而言，当顾客的产品创意和作品没有被企业所采纳时，
相比于没有获得任何激励的顾客而言，享受到部分企业激励措施的那部分顾客
将仍然有一定的未来参与以及向他们的朋友传达该竞赛消息的意愿。 
 
关键词：服务主导逻辑；顾客参与；努力程度；激励措施 
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Abstract 
In recent years, the role of customer participation in service innovation has been 
recognized by more and more industries. Prahalad and Ramaswamy (2000) found that 
the role of consumer had evolved from the passive viewers of the past to the active 
participators through systematically expounding the different stages of consumer role 
evolution and the main features of each stage. Prahalad and Ramaswamy (2004) also 
pointed out that the co-creation of value by consumers and businesses would be an 
important source of gaining competitive advantages in the future. With the deeper 
development of technology-and-information age, more and more enterprises have 
provided online interactive platforms that involve co-creation of value in order to 
adapt to service innovation. Those platforms reduced the communication barriers 
caused by geographical restrictions, greatly expanded the product innovation and 
improved the efficiency of information communication and sharing. Consumers can 
also use those platforms or other third-party platform media to evaluate the products, 
service, and even the enterprise. The pertinent evaluation not only can help expand the 
source of business innovation channels, but also can be used as communication media 
between customers and enterprise. Furthermore, it helps establish and maintain long-
term good relationships between customers and business. Given this, I mainly focus 
on the network customer participation in this dissertation and research the value 
creation mechanism of the customers’ participation activities. 
At present, most of the existing literatures either focus on using the value 
creation platforms to involve customers into enterprise innovation, or focus on 
exploring the positive impact of customer participation in value creation. As we all 
know, because of enterprises’ own resources restrictions, it is impossible to meet all 
the customers’ requests. If their requests did not get adoption, will it affect the 
customer's willingness to participate again and create negative effects? Can the 
customer's dissatisfaction get relief by modifying or adjusting the interactive mode 
between business and customers? This paper chose the well-known enterprise Lego 
Group as the case study object and focused on exploring the operation mechanism of 
those value creation platforms. Moreover, this paper focused on the unapoted cases 
and tried to figure out the future participation behavior to come out the following 
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hypothesis development. 
In the methodology part, I used two lab experimental studies and one second data 
study to verify the above two research questions.  
First of all, the paper use two experimental designs that closely matched with the 
above case study to validate the hypothesis of this study. The design one focuses on 
the influence of two variables with the different customer participation effort levels 
(high effort or low effort) and the result of customer’s idea being adopted or not on 
the dependent variable. The research results show that compared to the customers 
whose ideas were adopted by the company, the customers whose ideas were not used 
by the company will reduce their participation willingness and have lower desire to 
spread the positive reputation of the company in the future. In addition, the study 
found that the interaction of whether the customer s’ creative ideas are adopted or not 
and their participation effort level was significant. Specifically, when the customers’ 
product ideas and works are not adopted by the enterprise, the higher effort invested 
customers will have a lower future participation and willingness to spread word-of-
mouth to companies. The second design focuses on the influence of two variables 
with the different customer participation effort levels (high effort or low effort) and 
different types of incentives that customers are involved (with social incentives or 
without incentives) on the dependent variable. The results show that when the 
customers’ product ideas and works are not adopted by the enterprise, the higher 
effort invested customers will have a lower future participation. In addition, when the 
customer's product ideas and works are not adopted by the enterprise, compared to 
those who did not get any incentive, the customers who get part of the enterprise 
incentives will still have a certain future participation and willingness to spread word-
of-mouth to companies. 
Then, this paper used the MyStarBucksIdea.com to collect the second data to 
capture customer participation information to verify my hypothesis. The results show 
that if the previous ideas posted by consumers were not adopted by the 
MyStarBucksIdea.com platform, some of the customers’ willingness of continuing 
participation would be reduced; and if the ideas were not adopted and the greater 
effort the customers put, the lower willingness they would continue to participate. 
Moreover, the negative effect can be delayed and reduced by the enterprise’s 
incentive measures. That is, when the customer's ideas had not been adopted by the 
enterprise, compared to those who did not get any incentives, the customers who got 
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Abstract 
incentives would still have the willingness to participate in the enterprise’s interaction 
and share the products with their friends. 
 
Keywords: Service dominant logic; Customer participation; Effort level; 
Incentive measures 
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